This paper analysed the relations between entrepreneurial attitudes among the citizens of European countries and the results of economies in the field of innovativeness. Data published in the Global Entrepreneurship Monitor (GEM) and European Innovation Scoreboard (EIS) were used to assess these relations.
Introduction
According to subject-related literature, innovativeness is strictly connected with entrepreneurship (Glinka B., 2008 , Domurat A., 2011 . The crucial role of cultural factors, including entrepreneurial attitudes, is particularly emphasized in establishing innovativeness (Gupta V. et. al., 2004 , Gomez-Haro S. et al., 2011 . The relationship between entrepreneurial attitudes and the innovativeness of economies results from the importance of these cultural attitudes, potentially influencing the possibility to motivate the entire society to innovativeness and inventiveness in order to create an innovative society (Kwiatkowski S., 2000) . It can be claimed that culture supports and preserves entrepreneurial activities within an organization and combines entrepreneurial behaviours while searching for occasions to bring innovations to life (Dimitratos P. et. al., 2012) . In this way, the culture emphasizing and supporting entrepreneurial efforts influences the quality and quantity of innovation at a national level (Baker W., Sinkula J., 1999; Wai H., YeungC., 2002) . This results from the fact that an environment encouraging entrepreneurship may motivate an individual to creativity, and shape their entrepreneurial style of functioning.
The literature quoted provides numerous justifications confirming the thesis on positive relations between entrepreneurship and innovativeness. However, there are No studies emphasizing the relationships between entrepreneurial attitudes and the innovativeness of countries. Due to the research gap in this field, the purpose of the paper was formulated, i.e. studying the relations between entrepreneurial attitudes of the citizens of European countries and the results of economies in the field of innovativeness measured with the SII value. Due to geographical proximity and cultural resemblance (European civilization circle), the present article concentrated on an analysis of relations between the studied variables in European countries.
In the research were formulated certain tasks. The first task of this research was to collect data concerning entrepreneurial attitudes of the citizens of European countries published in the Global Entrepreneurship Monitor (GEM). The second task was to assemble data concerning innovativeness of countries published by European Innovation Scoreboard (EIS). Then, as the third task, to analyse the relations between entrepreneurial attitudes among the citizens of European countries and the results of economies in the field of innovativeness.
Proceedings of the 2019 International Conference "ECONOMIC SCIENCE FOR RURAL DEVELOPMENT" No 50 Jelgava, LLU ESAF, 9-10 May 2019 , pp. 210-216 DOI: 10.22616/ESRD.2019 Research results and discussion Economic analyses treat entrepreneurship as a phenomenon with an exclusively economic character, in which major rolesare played by: capital, labour supply, access to markets, resources and technology (Glinka B., 2008; Berger B., 1994) . The mainstream of economic studies (neo-Classic approach) is based on the axiom of a rational individual (homo oeconomicus), who aims at maximizing profits. Many times, analyses referring to the cultural context of entrepreneurship are marginalized (Glinka B., 2008) . Full understanding of the phenomenon of entrepreneurship should take into account cultural factors, which may constitute support for entrepreneurial activities or impede them. Cultural explanations are usually quoted when other, "harder" variables fail (Marody M., Kochanowicz J., 2010) . The ways of thinking about entrepreneurship, attitudes towards entrepreneurs as well as the forms in which they are manifested are strongly rooted in the cultural context. This context suggests certain ideas and concepts of entrepreneurship, which are often treated as obvious patterns for action (Polak K., Haber A., 2011) . Cultural diversity makes it possible,for example, to partially explain the differences in economic results of post-communist countries (Marody M., Kochanowicz J. 2007) .
Entrepreneurial bases, which may be considered as elements of the culture of entrepreneurship, are treated as the driving force for innovative transformations within products and processes (Bratnicki M., Struzyna J., 2001) . The most desired type of entrepreneurship -ambitious, developing, using new technologies -leads to innovative solutions. Ambitious entrepreneurship referring to entrepreneurial activities based on innovations constitutes the most important factor for economic development and civilizational progress (Glinka B., Gudkova S., 2011; Cieslik J., 2006) . Innovative entrepreneurship refers mainly to transgressive activities in dynamic and risky environment (Strzalecki A., 2011) . The analyses of innovative entrepreneurship should thus take into account its cultural determinants (Domurat A., 2011) .
It is worth noting that, in literature, there is No full consent in the context of perception of entrepreneurship. For example, P. Drucker (1992) claimed that not every activity connected with risk and the company's development may be described as entrepreneurial. A crucial factor in entrepreneurship consists in creative reaction to changes in the environment or the enterprise.
Following Drucker's approach, entrepreneurship is questioned when it is connected with introducing a non-innovative good or service, e.g. opening a repair garage, a commercial company, a new bar or restaurant. Schumpeter also referred the notion of entrepreneurship to very creative activities (creative destruction), being a source of imbalance on the market. Nevertheless, a broad approach dominates in literature, according to which each new market undertaking (e.g. establishing new companies) is an entrepreneurial activity. I. Kirzner (2001) claims that entrepreneurial activities are also those which refer to price competition which do not involve creative destruction and
innovativeness. An entrepreneur is, following a broader perspective, an entity discovering new market opportunities.
Entrepreneurial attitudes of citizens are thus crucial for the development of entrepreneurship.
They translate into better identification of market occasions, valuation of business ideas, perception of ideas and creative behaviour styles and creativity (Strzalecki A., 2007; Strzalecki A., Domurat A., 2009 ). An enterprise or work stimulating innovativeness may shape creative attitudes and new behaviours leading to innovativeness. The research conducted in this field by A. Domurat (2011) showed that those who display an entrepreneurial spirit at work, including entrepreneurs and the persons often behaving in an innovative way, manifest a more favourableattitude towards innovative business ideas compared to those deprived of the entrepreneurial spirit (full-time employees and those who do not manifest innovativeness at work, respectively). It can thus be suspected that there exists a correlation between entrepreneurial attitudes and the innovativeness of employees which, in turn, translates into the innovativeness of entire economies.
In order to assess the relations between entrepreneurial attitudes among the citizens of European countries and the innovativeness of countries, data published in the Global Entrepreneurship Monitor intentions by the countries characterized by higher innovativeness indicator (Fig. 1 
Fig. 1. Correlation between entrepreneurial intensions and Summary Innovation Index (SII)
Another element of the analysed entrepreneurial attitudes is perceived opportunities, referring to the percentage of the population aged between 18 and 64 years who see good opportunities to start a firm in the area where they live. It was observed that in European countries, together with the increase in SII, perceived opportunities to start a firm are also higher (Fig. 2) . This correlation is reflected in the value of the Pearson coefficient r=0.50. Sweden,a country with one of the highest SII values, has the highest number of inhabitants who noticedan opportunityto start a firm. Poland constitutes a certain exception here, as it has a relatively low SII value compared to the perception of opportunities to start a firm. It can thus be assumed that noticing development opportunities for a new firm in this country constitutes an element of the Another element reflecting entrepreneurial attitudes-perceived capabilities -determines the percentage of population aged between 18 and 64 years who believe they have the required skills and knowledge to start a business. The relation of these attitudes expresses a weak negative correlation (r=-0.32) with the level of innovativeness in the countries (Fig. 3) . This means that the citizens of countries characterized by higher SII value assess their skills and knowledge to start a business less positively. It is possible that the markets in these countries are more mature, and the citizens adopt a more critical approach towards their skills and knowledge in connection with starting a new undertaking. It is, however, necessary to observe that differences are not high between the For the last of the analysed entrepreneurial attitudes -the fear of failure -No correlation was reported between it and the level of innovativeness measured using SII (r=0.00). It can thus be assumed that perceiving a fear of failure does not depend on the innovativeness of economies (Fig. 4) .
The citizens of Cyprus and Italy express the highest fearof failure in connection with a new undertaking, while it is the lowest among the citizens of Bulgaria. Nevertheless, even if the Bulgarians are not afraid to fail, they do not perceive the opportunity to start a new firm in their area of living.
A relatively low fear of failure is demonstrated by the citizens of such countries as Switzerland and the Netherlands and their SII value remains high. The citizens of countries characterized by higher innovativeness coefficient express weaker entrepreneurial intensions (intension to start a business within three years). This may result from many different factors, among which the crucial factor is probably greater attractiveness of remunerated employment in these countries compared to less-developed countries, characterized by a lower level of innovativeness.
It was found that in the European countries, together with the increase in SII value, the percentage of the population who see good opportunities to start a new firm in the area where people live (perceived opportunities) is also high. It can thus be claimed that conditions resulting from the economic, institutional and legal environment in these countries are more favourable for entrepreneurship and (at the same time) innovativeness, in comparison to the countries is characterized by lower level of innovativeness. At the same time, paradoxically, as it has been mentioned in the previous point, in more innovative countries, in spite of a stronger perception of the opportunities to start a new firm, weaker intentions to start a business were recorded.
It was also demonstrated that the citizens of countries characterized by higher SII value assess their skills and knowledge to start a business more critically, which probably has a negative impact on the intensions of the citizens of these countries to start a business.
Based on the conducted analysis, it can also be stated that the perceived fear of failure does not depend on the level of innovativeness of economies.
An important premise for economic policies of countries characterized by a lower innovativeness coefficient resulting from the conducted research involves the necessity to take into consideration the factors shaping entrepreneurial attitudes, particularly those connected with the perception of the opportunities to start a business. This is connected with the shaping of institutional and legal (as well as economic and cultural) conditions favourable for entrepreneurship, which are the bases for entrepreneurship, including innovative entrepreneurship.
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